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The paper’s objective is the scientific foun-
dation of the necessity to implement the 
topic of creative economy in Romania. The 
term creative economy is widely used in the 
context of the knowledge-based society. Its 
importance to sustainable development, 
wealth and prosperity is commonly recog-
nised mostly due to the amplified crisis ef-
fects. The creative communities and indus-
tries have moved from the fringes to the 
mainstream. The special needs of creative 
industries are reflected more in policy deve-
lopment at national, regional and microeco-
nomic levels. The paper presents part of the 
results obtained within the research project 
“IDEI 1224”: “The creative economy and 
knowledge-based society. Challenges and 
opportunities for Romania”. The general 
perspective of this paper is aimed at pre-
senting our vision regarding the most impor-
tant challenges and opportunities for Roma-
nia on its road towards a knowledge-based 
society and creative economy. Creative 
economy is crucial for Romania while it is facing the global crisis. In 
order to manage the current crisis (its complex nature derives from 
the fact that it is much more than just an economic crisis) in a 
competent way, we have to seriously take into account the 
opportunities creative economy can provide. According to the 
authors’ vision, creative economy is a feasible option for Romania. 
The creative economy has to foster a holistic vision of development 
including socio-cultural, economic and environmental dimensions, 
offering new opportunities for Romania on its road towards a 
knowledge-based society. 
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INTRODUCTION 
The  general perspective of this paper is aimed at
presenting our vision regarding the most important
challenges and opportunities for Romania on its road
towards a knowledge-based society and creative
economy. Creative economy is crucial for Romania while it
is facing the global crisis. In order to manage the current
crisis (its complex nature derives from the fact that it is
much more than just an economic crisis) in a competent
way, we have to seriously take into account the
opportunities creative economy can provide. 
The general objective of this paper is to demonstrate that
the creative economy is, according to the authors’ vision,
a feasible option for Romania as an emergent,
developing country. If effective and efficient policies are
applied, the creative economy might generate cross-
cutting linkages with the overall economy at macro,
mezzo and micro levels. The creative economy has to
foster a holistic vision of development including socio-
cultural, economic and environmental dimensions,
offering new opportunities for Romania on its road
towards a knowledge-based society. 




This study offers perspectives for future research, the 
creative economy research being at an initial phase in our 
country. The message of our paper is that Romanians and 
mostly our young population have a real and authentic 
creative potential that needs to manifest and to be 
managed in a competent way such as to open more 
perspectives for a long-run sustainable and competitive 
development for our country at macro, mezzo and micro 
levels.  Cross-cutting, interdisciplinary holistic and 
integrating approaches (such as those of complexity 
science) of the creative economy are largely supported. 
This paper mostly disseminates the results obtained within 
several scientific research contracts won by competition in 
Romania: “Education, Culture and Creativity in the 
Youngsters’ Life” (CERES Programme 2002-2005); 
“Creative Economy and the Knowledge-Based Society. 
Challenges and Opportunities for Romania” (IDEI 
Programme, 2007-2010); “Economic Convergence and the 
Knowledge-Based Society” (CEEX  Programme; 2006-
2008): “Equality of chance, diversity management and 
sustainable development. Tolerance, intercultural 
effectiveness and intercultural dialogue”;  PARTENERIATE 
Programme; 2008-2011). 
1. LITERATURE REVIEW.  
GENERAL BACKGROUND AND CONTEXT 
For a knowledge-based society and economy, creativity and 
innovation are deemed to be authentic engines for long-run 
sustainable development. As the world economy is facing a 
recession period that seems to get worse, it is considered 
that fostering creativity and innovation represents a would-
be means of withstanding the crisis. 
Allegedly, the world evolves through innovations. 
Throughout the centuries, creative people have offered new 
solutions to daily problems. Their capacity to find creative 
solutions to problems is essential for humankind welfare. 
Socially, collective creativity gives an opportunity to improve 
the quality of life. In an organisation, creativity is essential 
for ensuring continuous effectiveness in a permanently 
changing environment. Personally, creativity gives the 
opportunity to break routines (Boulden, 2002).  
P e o p l e  w i t h  i d e a s  h a v e  b e c o m e  s t r o n g e r  t h a n  p e o p l e  
handling and working with machines and often even 
stronger than those who own machines (Howkins, 2001). 
Creativity does not necessarily imply the existence of an 
economic activity because there are cases when the 
product of creativity is not valued or used in any way.  
However, we deal with an economic activity when the 
generated idea or solution has economic value or when the 
new product can be traded. In this case, the result of 
creativity is the creative product, which can be defined as 
an economic good or service that results from the creative 
process and has economic value. In an economic context, 
creativity has been conceived in numerous ways. It can be 
deemed as: the personality traits of the individual that 
facilitate the development of new ideas; the process of 
generating new ideas; the results of the creative processes; 
the favourable environments for new ideas and behaviours. 
These various perspectives have led to the existence of 
different definitions for creativity. According to Hargadon 
(2003) and Im (1999), innovation is seen as the 
recombination of already existing ideas. Some authors 
consider that it is just the capacity to generate new and 
valuable ideas to create and improve products, services, 
processes and procedures. Sternberg (1999) considers 
that creativity signifies that specific capacity of working in 
an original and adequate way, while for Amabile (1996) 
creativity is a set of qualities or certain retorts perceived as 
creative by proper observers. It has been concluded that 
this concept is a complex and vague one, very difficult to 
define unanimously. 
The Concept of Creativity as Compared to the Concept  
of Arts 
Although arts and creativity have been long treated as one 
and the same concept not only artworks are the result of 
creative work. Creativity is present in other fields as well 
such sciences (especially in R&D). Both arts and sciences 
use the same way of thinking and creative processes; 
differences come from the reasons why they use them. 
Also, the way they protect their economic value differs. 
Thus, creativity is common to both arts and sciences; 
creative products are different. 
Value-added of the Products of Creativity 
Artwork types are not longer confined to traditional 
products; for instance, they can be found among software 
products or computer games as well. The main types of 
value added contained by a creative product or artwork in 
the case of creative or cultural industries are:  aesthetic 
value, spiritual value, social value, historic value, symbolic 
value, authenticity value (David Throsby, 2007, pp. 97). 
The Role of Innovation 
In the book of Eric von Hippel (2005), Democratizing 
Innovation, the collocation signifies the users’ ability to 
develop products and services through innovation for them.  
If most of the times creativity i s  i d e n t i f i e d  w i t h  idea 
generation, innovation implies the transformation of ideas 
into new products and services, implementing creativity 
results. While many companies consider that they innovate, 
most of the innovative  elements are based on old or 
existing ideas, principles and processes.  At its best, 
innovation refers to incremental improvements brought to 
products or services. At the opposite side one can talk 
about leap innovations. 
In literature, there is a distinction between innovation lead 
by fantasy, brainstorming and free interaction and the 
innovation derived from knowledge-based technologies and 
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the implementation of new organisation types. The general 
innovation process can be described by the following three 
phases:  fuzzy front end;  new product development; 
commercialisation. 
Creative & innovative management, on the other hand, 
represents the study and practice of management based 
on the theories of creative processes and their application 
at individual, group, organisation and cultural level. It is 
considered that in its fifth phase, following after Ford 
Revolution, Quality Movement, Humanistic Developments 
and  Organisational Experiments at the end of the 20th 
century. Its basic principles are: 
•  the universality principle–creativity represents an 
inherent potential to all human beings.; 
•  the development principle–potential creativity will 
become real & manifested creativity under the 
proper development conditions; 
•  the environment principle–environment conditions 
influence the development  and manifestation of 
creativity. 
There are more types of innovation, the following could be 
mentioned: business models innovation; marketing 
innovation; organisational innovation; process innovation; 
product innovation; services innovation; supply chain 
innovation; substantial innovation; financial innovation; 
incremental innovation; disruptive or radical innovation; 
systemic innovation (new technological systems); social 
innovation.  NESTA (National Endowment for Science, 
Technology and the Arts) suggested the term hidden 
innovation, which comprises innovative activities that are 
not counted in by traditional indicators, such as investment 
in formal R&D or registered patents. This type of innovation 
represents a crucial type of innovation for the practice and 
performances of the industry concerned. The NESTA study, 
which was aimed at identifying the types of hidden 
innovation, was carried out by six British industries. The 
conclusion of the NESTA study was that this type of 
innovation implies idea absorption rather than the creation 
of new ideas.  
Innovative Companies 
A company is innovative active if it is involved in: 
•  the introduction of a new product (good or service) 
or a significantly-improved one; 
•  unfinished or abandoned innovative projects; 
•  expenses for internal research and development 
activities, training, accumulation of external 
knowledge or machines and equipments to be 
used for innovation activities. 
 
Creativity is considered to be a source of a long-run 
sustainable development. It is seen as the first step in 
achieving innovation has three interacted facets: 
•  Technological side. In this case creativity results in 
innovation, new products and ideas and 
technologies. 
•  Economic side. This type of creativity includes 
entrepreneurship, turning innovation, new products 
and ideas and technologies into new business or 
new industries. 
•  Cultural  and  artistic side. This type of creativity 
refers to the ability to invent new ways of seeing 
things, new art forms, new designs, new photos, 
new concepts etc. 
Competitiveness Based on Creativity, Innovation  
and New Product Development  
There are six main internal determinants for 
competitiveness based on creativity, innovation and new 
product development: organization strategy & availability of 
resources; new technologies; intensity of research and 
development activities; organization culture & 
communication; organization structure and motivation of 
employees & their involvement (Alves, Marques, Saur, 
Marques, 2007). However, there are authors who argue 
that  competitive advantage can be achieved by dint of 
technologies alone. According to such authors, new 
technologies are to turn efforts into new products. In this 
respect, it is within the scope of research and development 
to create and improve the technological potential (Reger, 
von Wichert, 1997).  
Technologies alone cannot play this complex role without a 
backup coming from the aforementioned factors. In 
addition, we would like to mention the impact of 
interdisciplinary and multidisciplinary approaches within 
the innovation process. It is comprised of the formal and 
informal framework that brings together organizations from 
different industries and technological institutions around 
common purposes and objectives. This framework enables 
the combination of competences and the integration of 
extremely necessary knowledge and abilities for creating 
technologies and complex products for the market. This 
type of cooperation  should be: diverse  (for actors and 
competences);  coherent  (integrating complementary 
activities) and interactive  (tight cooperation relations). In 
this context, forming interdisciplinary heterogeneous teams 
would also play a key role for the cohesion of idea 
generation and subsequent efforts. This diversity  mainly 
refers to the education attainment level of the members 
who are part of such heterogeneous teams. There is a 
direct relation between the education heterogeneity of the 
team, the innovation degree embedded in products, the 
degree of detection of environment opportunities and the 
openness of the strategic planning created by the 
entrepreneurial team. 




Creativity and innovation are present at all business levels 
– from the management of company to aspects pertaining 
to development, branding and product state.  
Companies face rapid changes due to growing market 
competition, on the one hand, and their efforts to keep the 
pace or improve their position, on the other hand. Creativity 
outputs render the company more attractive both for clients 
and for partners. In other words, business future, 
profitability and sustainable competitive advantage largely 
depend on their degree of creativity.  
The Context of the Knowledge-Based Economy  
The creative economy is part of the knowledge-based 
economy. The transition to the knowledge-based economy 
and society implies a major dematerialization of value-
added activities. It also implies the replacement of product 
uniformity and homogeneity, consumption and mass 
governance with creative diversity and responsibility 
decentralization.  
The purpose of the creative economy is to encourage 
creativity in the whole economy – far beyond the creative 
industries.  
The consultancy firm McKinsey considers that the 
traditional ways of creating value added are no longer 
source of competitive advantage – it refers to 
transformational  activities (raw materials extraction and 
transformation into finished goods) and transactional 
activities (retail sales and transportation). By contrast, tacit 
interactivity has to prevail under the form of expertise in 
solving problems and communicating complex ideas. 
2. CREATIVE ECONOMY. FACTORS ENSURING  
THE SUCCESS OF THE CREATIVE ECONOMY 
The  Work Foundation Report, presided by the UK 
Department for Culture, Media and the Sports, based on 13 
sectors of creative industries, suggests that there are eight 
elements for the success of the creative economy that any 
future policy has to take into account. These include, 
according to IPA report on economic vitality of Britain’s 
creative industries, June 28th 2007: 
•  demand  – consumers experiment creative products 
through demand; 
•  growing diversity. Scott Page (2007) details diversity 
dimension into: a) cognition of diverse perspectives-
ways of representing the world; b) diverse 
interpretations; c) diverse heuristic–ways of generating 
solutions to problems;  d) diverse predictive models; 
•  relatively level playground. Competition is crucial for 
the creative process. It can be creative or destructive–
when the innovation pace is so fast that existing 
products become obsolete before reaping all expected 
benefits. Extreme rivalry can enhance uncertainty by 
discouraging long-term investments in innovation; 
•  education and skills to ensure equilibrium and supply 
accordingly; 
•  networks  that increase capacity. Professionals from 
creative industries have started to work in other 
industries as well. For instance, in Great Britain 100% 
of the professionals in arts and antiques work in the 
industry while only 40% of the professionals in design 
actually work in the industry. Non-price characteristics 
such as design become more important to companies. 
Last but not least, networks can work if there is 
communication, confidence and commitment; 
•  public sector aid and investments – the creative 
industries should not be seen as financing objectives 
through subsidies and grants in the diversity  first place 
but rather as investment destinations; 
•  a clear cut and consolidated regime for the intellectual 
property rights. To some extent, free riding is a cost of 
the creative economy; 
•  building business capacity. 
Creative class 
The creative economy is perceived only when we move from 
arguments specific to the sector (creative industries) to 
creative occupations seen as inputs in the whole economy 
and creative outputs seen as intermediary inputs for other 
sectors. A first theory regarding the creative occupations 
and the creative class (Florida, 2002) seen as a group of 
people who propel economic development in the 
postindustrial cities of the USA.  
There are two categories within the creative class: 
•  Creative professionals also called knowledge workers, 
including doctors, professors, lawyers, finance experts 
etc. 
•  Super creative core, which represents 12% of the all 
the jobs in the USA. This category comprises a wide 
range of occupations such as architecture, education, 
sports, arts, design, media etc. 
The way in which only artists and scientists were viewed – 
as main generators of creativity – can now be applied to 
people acting in politics, business, social organizations etc., 
both individually and collectively (Landry, 2000). The 
typically creative worker will no longer work in a single field 
or for a single company over the entire career. Instead, the 
creative worker will develop a portfolio of careers that can 
be adjusted and adapted according to their motivation and 
abilities (Hartley, 2002). 
Marlet and van Woerkens (2008) compare Richard 
Florida’s theory of creative capital to the theory of human 
capital. They conclude that, theoretically, creativity is not 
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different from the human capital, but Richard Florida’s 
creative class theory represents a better standard for 
measuring the human capital than the educational level 
(Marlet, van Woerkens, 2008, p. 33). Florida, Mellander 
and Stolarick (2008), on the other hand, acknowledge the 
importance of human capital for the regional development. 
Regional development is influenced by the human capital 
and the creative class through various channels. The 
regional labour productivity (reflected by wages) is largely 
explained by the creative class rather than by traditional 
achievements in education. Moreover, there is a direct 
connection between tolerance,  human capital and  the 
creative class and the level of wages and income. Also, the 
authors prove that the cultural economy is both directly and 
indirectly connected to regional development and that it 
has a major impact on production and consumption 
(Florida, Mellander and Stolarick (2008). Richard Florida 
makes the distinction between three types of creativity for 
the creative class. They all encourage economic growth & 
development: 
•  technological creativity – innovation, new products and 
ideas and technologies; 
•  economic creativity – includes entrepreneurship and 
transforms the abovementioned issues into new 
businesses and new industries; there are voices 
(Cooke and Lazzaretti, 2007) saying that there is a 
cultural economy in general and the creative industries 
in particular; 
•  cultural and artistic creativity– the ability to invent new 
forms of arts, new designs, new photos or new 
concepts. 
Richard Florida’s approach has attracted many critiques in 
respect of his methodology, but it represents a precious 
view in understanding the concept of creative class. One of 
the main concerns in the knowledge age is the growing 
polarisation of the society reflected by differences like 
unequal distribution of abilities, creativity and knowledge. 
The advantage of the creative industries is that they benefit 
by a creative class that represents a much better educated 
labour force (in the UK 49% of these workers have a 
qualification as opposed to 31% in the rest of the economy) 
(Wilkinson, 2007). In order to understand the concept of 
creative class the concepts of networks of practice and 
communities of practice are used as well.  
The former refers to the dissemination of knowledge at a 
company’s level (through various means such as emails, 
web sites, online discussion lists etc.), while the latter refers 
to the members of an organisation who accumulate 
knowledge through a shared face to face learning process. 
The 4 T’s and Richard Florida’s Theory 
Talent, technology and tolerance are the most important 
factors, alongside with time and exchanges (Florida, 2000). 
Recently Florida suggested also the introduction of the 
fourth “T” - territory. In Richard Florida’s view, people are 
first of all carriers of intellectual capital. Creative talented 
people usually prefer regions that can offer opportunities 
and possibilities of change. Places that attract and retain 
talents have to offer a wide range of life styles, energy, 
stimulation and agitation (Florida, 2005). 
•  Talent can be measured using the percentage of 
graduate population in order to highlight the presence 
of human capital in the region.  
•  Technology is measured using two indices: Innovation 
Index  (number of patents per capita) and High-tech 
Index (the dimension and concentration of clusters of 
technological industries in a region).  
•  Tolerance  is evaluated by the Composite Diversity 
Index¸ which includes Gay Index, Bohemian Index and 
Melting Pot Index. The first indicator shows the level of 
representation of the gay population, and measures 
the degree of openness and tolerance in a region.  
•  Territory is the last important determinant of creativity 
introduced quite recently by Richard Florida. 
The second indicator accounts for the artistically creative 
people – artists, actors, musicians – in the region; it directly 
reflects the dimensions of the producers of cultural and 
creative goods and illustrates the diversity of life styles.  
The third indicator shows the percentage of people born 
abroad, which reflects the openness towards immigrants 
and outsiders.  Tolerance towards diversity attracts many 
types of people.  
Diversity as an influencing factor of creativity is seen in a 
different way by Hospers (2003) and Landry (2000), who 
mostly insist on ethnicity and demography rather than on 
Richard Florida’s Gay Index. 
Creative communities, creative clusters and creative cities 
In his study, Competing in the Age of Talent: Quality of Place 
and the New Economy, Richard Florida (2003) highlights 
the role played by the creative place.  
There are studies trying to explain the connection between 
tolerance (including individuals’ talent and high-tech jobs) 
and economic health and growth. Gary Sands and Laura 
Reese (Sands, Reese, 2008) conducted a study on forty 
medium-sized urban places in Canada that revealed that 
there is a connection between diversity and  the creative 
population and economic health. The authors conclude that 
amenities and economic development strategies based on 
the creative class may be effective, but they are not 
sufficient.  
Creative Milieux  
“Creative milieux” bring together shared spaces and 
traditions where people can learn, compare, compete and 
cooperate and where creative and innovative people can 
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suggest, develop and disseminate or reject ideas. „Creative 
milieux” are synergetic and multidisciplinary environments, 
connecting science, arts and business and benefitting by a 
stout financing structure, capable of financially supporting 
experiments, risk-taking and trial-and-error activities. 
Examples of good practice „creative milieux” are: New York 
Silicon Alley (USA), Silicon Valley– San Francisco Bay Area 
(USA), Boston’s Route 128 (USA), Creative Industries 
Precinct (Australia, Qeensland), Cyberjaya– Malaysia’s 
Multimedia Supercorridor (Malaysia), Intelligent Island 
(Singapore), Shenzhen (China), Barcelona (Spania), 
Goteburg (Denmark), Milano (Italy), Jamtland (Sweden), 
Tilburg (The Netherlands), Berlin (Germany), Helsinki 
(Finland), Dublin (Ireland). All these places generate 
competitive advantages.  
Apart from the incontestable role played by internal and 
organization-related factors in generating creativity and 
innovation, geographers have highlighted the regional 
clustering phenomenon in the creation of new ideas that 
give rise to patents and advance technologies in a specific 
field (Ibrahim, Fallah, Reilly, 2006).  
Besides the regional clustering phenomenon, we mention 
the concept of communities of practice within the regional 
context. These communities refer to people belonging to 
and acting in a specific field, irrespective of their spatial 
localization. Communities of practice represent groups of 
people who are informally connected through expertise and 
passion for joint projects. Such people have common 
values and attitudes. Unlike clusters and agglomerations, 
communities of practice are not strictly dependent on 
space because connections can subsist either by traditional 
meetings or at distance by information and communication 
technologies. It is not the means of interaction (close-far; 
here-there) that characterizes communities of practice, but 
rather the shared experience and knowledge. 
3. CREATIVE ECONOMY —  
FEASIBLE OPTION FOR ROMANIA 
The cooperation that took place in partnership within 
CERES research contract “Education, Culture and Creativity 
in the Youngsters’ Life” facilitated the interdisciplinary 
experience exchange between professionals coming from 
different social and humanistic research areas: 
psychologists, sociologists, economists, experts in youth-
dedicated researches as well as experts in education 
sciences and computer professionals.  
Despite the fact that this is not an exhaustive study, we 
shall present some of the most relevant studies and 
researches that support our attempt to outline a holistic 
integrating vision of creativity and its manifestation at 
Romanian youngsters. We make out a case for cross and 
interdisciplinary approach. 
Because the Romanian creative economy is only applied at 
an early stage, being rather placed at the centre of 
academic concerns we believe it is first of all useful to 
analyse and identify the favourable premises for 
implementing this new concept in our country too. 
Accordingly, we have focused on youngsters, who have the 
potential to significantly contribute thereto. 
We first tried to outline the personality profile of Romanian 
creative people and to analyse it in a multidimensional way 
using modern methods applied worldwide. 
Subsequently, given that both at world and national level 
there has been a mix between individual and group 
creativity (Roco, 1977) we have tried to outline the specific 
traits of the psychosocial context within which creative 
youngsters manifest. 
The growing importance of the creative economy that 
r e v o l v e s  a r o u n d  t h e  c r e a t i v e  i n d u s t r i e s  a s  s h o w n  b y  t h e  
international experience made us try to evaluate the 
openness degree of Romanian youngsters towards the 
creative industries. We have, therefore, evaluated the 
young Romanians’ attitudes towards these industries. It 
proved to be a difficult process due to the lack of some 
essential data. As far as we know, statistics in our country 
do not actually outline creative industries and classes. This 
is the reason why we used the classification systems used 
worldwide, such as the British creative industries 
classification. 
Besides the fact that we cannot provide up-to-date 
relevant official statistics concerning the dimensions and 
dynamics of the creative economy in Romania, we tried to 
create awareness in our country, particularly decision 
makers, about the importance of the creative economy, 
which, in the authors’ opinion, is a feasible alternative 
meant to ensure prosperity and sustainable development 
especially during the crisis. This is why we entered for a 
competition in 2007 to obtain the necessary financial 
support for a new research contract dedicated “Creative 
economy and the knowledge-based society. Challenges 
and opportunities for Romania”. We obtained the finance 
for this contract from the National Programme for 
Exploratory Research launched for the first time in 2007 
in Romania, through IDEI Programme.  Being a recently-
launched programme, this contract has a team made up 
of only five members, one of them being co-author of this 
paper and having chosen as doctoral dissertation theme 
the theme of the contract. The objective of the team within 
this new contract mainly consisted in scientifically proving 
the necessity and appropriateness of promoting the 
creative economy in Romania. This is why, in the first 
research phases, we mainly focused on analysing the 
literature of the field worldwide. We had access to some of 
the most modern theoretical, methodological, strategic 
and operational approaches in the world. In our concern 
to find viable solutions to implement the creative economy 
in Romania we paid special attention not only to 
conceptual and methodological issues but also to 
identifying  some good practice examples that could allow 
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us to draft a best practice guide with the successful 
lessons  provided by the international practice and 
expertise. 
The previously mentioned research project dedicated to 
“Equality of chance, diversity management and 
sustainable development. Tolerance, intercultural 
effectiveness and intercultural dialogue” (PARTENERIATE 
Programme; 2008-2011) offers us the opportunity to 
enlarge our vision regarding mostly diversity, equality of 
chance and tolerance.  
We found that Romanian young people prove tolerance for 
other ideas and they are open to intercultural sensitivity, 
effectiveness and dialogue. These are factors that, as 
international literature, initiatives, strategies and policies 
have proven so far are very interesting for stimulating 
creativity.  
We mention for instance that 2007 (the European Year for 
Equality of Chance), 2008 (the European Year for 
Intercultural Dialogue) were followed by 2009 as the 
European Year for Creativity and innovation.   
In this case our research also focused on young people, 
who were given special consideration due to the topic to 
our own students from the Faculty of Business 
Administration where all topics are taught in three foreign 
languages. We are working at the English Section where 
the majority are foreign students. This fact offers us the 
opportunity to apply a survey regarding our students’ 
openness to intercultural sensitivity, intercultural 
effectiveness & competence for intercultural dialogue. 
Some of the items included in our questionnaires were 
especially designed as to also look into tolerance and 
creativity issues. The results prove that there are 
favourable circumstances regarding young Romanian 
students’ openness to interaction, dialogue, co-operation, 
partnership and mostly their tolerance for other ideas and 
projects. They also launched a student organization 
especially dedicated to stimulate not only the emulation of 
ideas but mostly their capability to start up a business 
based on their ideas, co-operation and partnership. They 
also chose an interesting logo for their organization: VIP. 
VIP stands for Volunteers for Ideas and Projects and it is 
an association exclusively created for students and 
founded within the Academy for Economic Studies in 
1998. VIP was created because there are students who 
are capable and desire more than what the academic 
environment has to offer them. VIP organizes projects, 
summer schools, competitions and contests in domains 
such as economics, entrepreneurship and advertising as 
well as civil society and politics. The values promoted by 
VIP are: team-spirit, leadership, professionalism, ethics.  
Although we were happy to identify some personality traits 
and some favorable premises for improving the 
psychosocial climate of creative manifestation at Romanian 
youngsters we believe there is more to be done. 
CONCLUSIONS 
The general conclusion regarding the creative economy and 
industries in Romania is that the structure of economic 
activities classification in Romania does not particularly 
focus on them. Moreover, from the statistics standpoint, it 
can be noticed that there has been a slight evolution for the 
creative industries, both from the consumers’ side and from 
the business environment side. 
Our study has also tried to identify if the youngsters make 
the distinction among the various creative industries from 
the perspective of creativity and flexibility implied, whether 
they establish a hierarchy with respect to their usefulness 
and to what degree. As expected, it is often considered that 
some industries are more creative or more flexible than 
others–the scores obtained stand as a proof.  
In other words, all the industries under our study seem to 
be creative in their own way, without being able to say with 
certainty that some are more creative than others. Other 
purpose of this research was to find out what creative 
industries are also considered to be cultural industries. 
Adjacently, the study reveals the fact that there is no gender 
discrimination regarding the creative potential, but confirms 
one sad truth: the violation of the intellectual property rights 
by the wide majority of the young population. Romania 
needs to build a vibrant economy for the creative age.  
Our economy does not place the same kind of premium on 
the core creative skills that drive economic growth as do the 
most developed economies. As a result, our citizens’ 
creative skills are less developed than those of the world’s 
leading jurisdictions.  
We consider that the topic of creative economy and crisis 
will be an ongoing debate about what exactly went wrong 
and putting those failings right will be the focus of our 
efforts over the next years. However, right now the central 
challenge we face is to contain the immediate crisis and 
implement policies for crisis management and recovery. 
The crisis that began in financial markets has transformed 
the outlook for the European and global economy. The 
responsibilities for policy makers are great and the stakes 
are high. However, based on creativity, innovation and 
competence we have to be able to draw on a powerful set 
of economic instruments to fight the crisis. We believe that, 
if we can implement the right measures in the short term, 
while keeping an appropriate medium term perspective for 
macroeconomic policy making, then we can set the 
economy back onto a path of strong and sustainable 
growth.  So it seems that there is light at the end of the 
crisis tunnel. 
Based on the creative economy approach we consider 
that Romania would act towards overcoming the crisis, no 
more in the direction of a resumption of old economic 
system, but more effectively realizing an actual socio-
economic deep change.  
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